There is strong theoretical and empirical evidence supporting the idea that consumer seeks functional features in products. These features are determined by the usage situation or circumstances in which the good is going to be used.
Intended audience(s) for this manuscript (as stated by author):
Please evaluate the manuscript given this information.
Important factors to consider in your evaluation are: (1) Possible errors in methodology or conceptualizations.
(2) Originality (3) Quality of the underlying ideas (4) Scientific or applied value (5) Relevance to Marketing Science and its potential audiences. (6) Logical organization and overall clarity of presentation (7) Appropriate documentation (8) Contribution to the existing literature (9) Recognition of existing literature (e.g., citations to sources of all ideas that are not original)
The author(s) has provided the following information that may be useful for your review.
Primarily, our intended audience are Marketing academics. Secondarily, our audience are marketing managers and public policy makers.
The intended contribution for that audience (as stated by author):
----------------------Please consider this manuscript confidential and respect the rights of the author. Please do not share any part of this file without permission from Marketing Science.
Note: INFORMS policy uses a double-blind review process. Hence, we keep the names of authors, reviewers and area editors confidential. Please address all correspondence to the editor.
For more information, see http://bear.cba.ufl.edu/centers/MKS/index.asp or phone 352-846-3707.
Improved method. New Opportunity. We detected a lack of recent studies focused on the usage situation as an explanatory variable of consumer behavior. Its influence is widely accepted among academics and practitioners. However, it has been hardly included in recent works. We consider that a re-incorporation of this variable in marketing science could provide interesting advances to academics and valuable tools for practitioners. In order to achieve a successful re-incorporation, we consider necessary to propose a theoretical approach which integrates previous findings. Additionally we think that we should also provide a methodology to include the usage situation in a well known model in order to test the theoretical background.
Introduction
The modelling of consumer choice behaviour has traditionally received considerable attention by academic research in the marketing area. The availability of real data about household purchases collected by scanner at the point of sale has allowed an empirical analysis of numerous proposals about the way in which consumers make their decisions.
In these analyses, the multinomial logit formulation (MNL) has been widely applied.
The MNL is based on the concept of utility, and it therefore assumes compensatory decision rules (see Ben-Akiva and Lerman 1985, pages 35-38) . This has allowed a wide range of explanatory variables to be included. The utility of each alternative depends basically on the features of the product and/or the characteristics of the individual.
In addition to these two kinds of variables, specialised literature has analysed other kinds of factors that influence consumer choice: contextual factors. Among these, those pertaining to the circumstances surrounding the use of the product, or the usage situation, have been studied in-depth since the pioneering work of Sandell (1968) . The results of this research stream reveal that the situation in which the product is going to be used influences on the formation of consideration set and on evaluation of products. The implications of these findings are highly relevant for both marketing academics and practitioners for several reasons. First, these works suggest that preliminary stages of consumer's choice take place in a product category framework, more than in a product type. As a consequence, a great number of marketing decisions should be re-analysed from this perspective, taking into account usage situation at least indirectly. In this trend, literature has developed studies focused on consideration set formation (eg.: Desai and Hoyer 2000; Holden and Lutz 1992) and on market structure analysis (eg. : Srivastava, Alpert, and Shocker 1984; Srivastava, Leone, and Shocker 1981; Srivastava, Shocker, and Day 1978) within this approach.
Second, these works show that consumer's choice is based on functional features of products. This provides marketing managers with new competition opportunities. New products development and communicating the functional features of products are particularly interesting.
Despite these implications for marketing management and academic research, few papers focused on usage situation have been presented. The origin of this lack of studies resides in two limitations of previous works about the topic. First, they present partial choice models which do not consider the entire consumer decision process. Their models analyse either consideration set formation or evaluation of alternatives. In order to develop management tools, a more detailed comprehension of the effect of usage context on buyer behaviour is required.
Second, these models have not been empirically validated with real purchase data, but rather with consumer judgements. Information on usage situation is not easily combined with purchase data, so the amount of works using this type of data is low. On the other hand, researchers can join without difficulty purchase data with information about marketing mix and purchasers. As a consequence, papers focused on the influence on choice of marketing mix variables and buyer characteristics have spread, while the usage situation plays a secondary role as an explanatory variable of buying process.
The interesting results obtained by previous works on usage situation suggest the need to re-introduce the topic in marketing research and to develop new tools for practitioners.
This study pretends to be a starting point. To achieve this goal, we consider that it is necessary to overcome the limitations stated above. Therefore, the objective of this study is to propose a choice model which incorporates the influence of the usage situation on the most relevant stages of the purchase decision process and a methodology that allows this influence to be empirically validated with real purchase data.
The proposed methodology is based partially on the MNL models. These models have been shown to be useful for analysing consumer choice, by itself or in conjunction with other decisions of the individual such as the purchase incidence (i.e., Bucklin and Gupta 1992; Bucklin and Lattin 1991; Jones and Zufryden 1980) , the purchased quantity (i.e., Krishnamurthi, Mazumbar, and Raj 1992; Krishnamurthi and Raj 1988, 1991) or both simultaneously (i.e., Ailawadi and Neslin 1998; Bucklin, Gupta, and Siddarth 1998; Chintagunta 1993; Gupta 1988) . Their flexibility allows us to adapt them to the analysed problem.
First of all, a theoretical model is proposed which incorporates the influence of the usage situation in two phases of the decision process: the formation of the consideration set and the evaluation of the alternatives. Secondly, the empirical model proposed for validating the theoretical model and the hypotheses are set forth. The methodology of the work is subsequently detailed. The results obtained from its application to a category of consumer products -household cleaners -are discussed, and the main conclusions are presented.
Development of the Theoretical Model
The theoretical model (figure 1) is based on the Situation-Reaction model of Sandell (1968) , and, in accordance with Stanton and Bonner (1980) , it incorporates a distinction between purchase behaviour and consumption behaviour in order to include the anticipation of the usage situation at the moment of purchase. The model integrates the purchase and consumption behaviours in the decision process of the consumer. Three basic elements of influence on the decision are considered in the purchase behaviour: the required functionality, the products which are choice alternatives at a given point of sale and the characteristics of the individual. The basic elements of influence on the consumption behaviour are the following: the usage situation, the inventory or choice alternatives previously purchased and the characteristics of the individual (Belk 1974a (Belk , 1974b (Belk , 1975 Sandell 1968) . The purchase behaviour and the consumption behaviour are linked through the anticipation of the usage situation (Lai 1991; Srivastava 1980; Srivastava, Alpert, and Shocker 1984) , which exerts its effect through the required functionality. 
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The required functionality is formed from the interpretation of the usage situation or situations in terms that are relevant to the purchase process. It represents a role analogous to the intended situation of Stanton and Bonner (1980) . Nevertheless, contrary to the situation of these authors, the required functionality is not affected by the ability of the purchaser to anticipate the usage situation. An individual can choose a product for consumption in a specific situation that has been perfectly anticipated or in order to accumulate an inventory of products for their use in contexts that are indeterminate at the time of purchase. In both cases, the contexts are interpreted in terms of required features in the products.
The choice alternatives are conceived as a set of attributes, thereby distinguishing between functional attributes (intrinsic) and marketing attributes (extrinsic), which are capable of providing a combination of functions or benefits for a market or target segment.
This work only analyses the effect of two marketing attributes: the price and the brand, which are considered to be the two succinct indicators used most by consumers in order to make their decisions. The brand summarizes the value of the product and the price represents the financial compensation paid by consumers (Kapferer 1992) .
Following Miller (1975) , it is assumed that purchaser evaluates the choice alternatives with respect to the required functionality. The result of this evaluation provides purchaser with an indicator of the degree of suitability of the product to the anticipated or foreseen usage. The suitability indicates the ability of the product to offer the features required by its user during the consumption situation. It can be referred to a single context or to several situations simultaneously.
In the proposed model, and in accordance with Fennell (1978) , the usage situation exerts its influence through suitability in two phases of the decision process: consideration (configuration of the consideration set) and choice (evaluation and selection among the alternatives), quite common in the literature on choice models (i.e.: Allenby and Ginter 1995; Ben-Akiva and Boccara 1995; Bronnenberg and Vanhonacker 1996; Gensch 1987; Roberts and Lattin 1991, 1997) . In the first stage, purchaser takes into account usage suitability in order to construct his/her consideration set (Graeff 1997) , given that not all products are equally appropriate for all usage situations (Desai and Hoyer 2000) . Through suitability, buyers evaluate what products offer them the functional benefits that they will require in the usage context or contexts (Holden 1993) . Purchasers thus build up a group of products of homogenous functionality.
In the second decision phase, the alternative finally purchased is chosen only from among those that make up the consideration set, thereby appraising their functional and marketing attributes. Based on the evaluation of the usage suitability and the marketing attributes of the product, purchasers choose their alternative through a compensatory process, similar to the one proposed by Bearden and Woodside (1976, 1978) , Miller (1975) and Miller and Ginter (1979) .
In this process, the purchaser evaluates the presence and the intensity of the attributes of each one of the alternatives, thereby assigning it a weight according to its importance. The model assumes heterogeneity in the brand evaluation made by consumers (i.e., Bucklin and Gupta 1992; Fader and Hardie 1996; Krishnamurthi and Raj 1991) but not with regard to price or usage suitability. The weight of each attribute in the final choice can vary according to the usage situations for which the product is being purchased (Miller 1975; Miller and Ginter 1979) .
Once the product has been bought, it is stored as an available inventory for the consumer. When a usage situation arises, the inventory takes on the role of the choice alternatives. At that moment, a new decision process occurs (Stanton and Bonner 1980) , analogous to the previous one, in which the marketing and suitability attributes are evaluated following compensatory rules.
Under usual assumptions, this model can be expressed mathematically using the multinomial logit formulation. Thus, the probability of choosing alternative i in period t,
given that it might be used in M different situations
The variable, π ·k , indicates that the alternative belongs to the consideration set. It takes on a value of one if the alternative is included in the consideration set, or a value of zero otherwise. Thus, if the alternative is not included, the probability that it is chosen is zero.
Equation (1) is a restricted specification of the one proposed by Siddarth, Bucklin, and Morrison (1995) .
In the proposed model, an alternative belongs to the consideration set of the buyer if it meets the functionality requisites derived from the usage contexts for which the product is acquired. Given that the required functionality cannot be observed directly, it is necessary to develop a formulation of the consideration set based on proxy variables. In this model, all the alternatives of the consideration set possess similar functional features. The chosen alternative (k) is obviously included in the consideration set. Therefore, the remaining elements of this group of products will have functional attributes similar to those of the chosen alternative. Following this argument, the rule of inclusion in the consideration set used in the mathematical formulation of the model will be that a minimum level of functional similarity by each alternative with respect to the chosen alternative needs to be satisfied.
Specifically, π ·k = 1 if the alternative meets the requisite of functional similarity, or zero otherwise.
Moreover, the utility of the alternatives is based on 1) a comparison of the functionality of the product with the required functionality in the main usage situations of the category, 2) the marketing attributes of the product, and 3) the preferences of the purchaser.
The utility of an alternative i in a period t for a consumer h who might simultaneously use the product in M situations can be expressed by the following additive function:
where X iht is a vector that includes the marketing attributes of the alternative, the functional attributes of the alternative appraised with respect to M usage situations of the product and the preferences of the purchaser.
Empirical Model and Hypotheses Formulation
The alternatives of the choice model will be defined as combinations of a type of product and a brand, thus in accordance with the results obtained in prior exploratory studies.
The inclusion of an alternative, i, in the consideration set depends on exceeding a minimum level of similarity with respect to the chosen alternative, and it is represented by the variable π ik , where k is the alternative chosen by the consumer. SIM (P k , P i ) is the functional similarity between product i and product k, and α is a similarity threshold set a priori by the researcher. The variable π ik takes on a value of one if SIM (P k , P i ) > α or zero otherwise.
The utility of alternative i (herein defined as the combination of the type of product c and the brand b) in the period t for a consumer h whom simultaneously might use the product in M different situations can be expressed as follows:
...
where:
-PRICE it is the price of alternative i in period t -PS c1 , PS c2 , ..., PS cm are the measurements of the suitability of the type of product c to the M situations -BL bh is the preference of the purchaser h towards brand b -β bi includes the value of brand b of alternative i in the market Four hypotheses are derived from the proposed model. The first contrasts the overall influence of the usage situation on the decision process. It is expected that the inclusion of this element in the choice model will increase the explanation power with respect to the results of other models that, in ceteris paribus conditions, omit its influence (Belk 1974a (Belk , 1974b (Belk , 1975 Sandell 1968 The second hypothesis is referred to the influence of the usage situation on the formation of the consideration set, as stated by Fennell (1978) . Buyers seek functional benefits when they construct their consideration set (Holden 1993) , thereby restricting the products considered as alternatives (Ratneshwar and Shocker 1991; Warlop and Ratneshwar 1993) . In consequence, the products of this set will offer similar features in the consumption situation, and therefore their functionality is homogenous. When evaluating the alternatives, consumers start from the basis of the usage situation of the product (Bearden and Woodside 1976, 1978) . They compare the functionality of the product with the functionality required in the usage context (Miller 1975 ) and obtain the usage suitability. The usage suitability always increases the appraisal of the alternative, whatever the situation. The more versatile the product, the higher its value is, given that it allows the consumer to satisfy a higher number of his/her needs. Nevertheless, as suggested by Miller and Ginter (1979) , the intensity of this positive effect is not homogenous for all usage situations. Moreover, it is expected that this effect will vary with the level of functional requirement that the consumer sets so that an alternative may be included in the consideration set. This threshold is positively related to the similarity between the alternatives of the consideration set and negatively related to the number of alternatives making up the set.
The size of the consideration set is also related to the versatility of the products that make up the set (Reilly and Parkinson 1985) . Therefore it could be expected that, if there is a variation in the required level of similarity to be included in the consideration set (and as a result, in its size), the influence of the suitabilities of the products to each usage situation in the choice probability will vary. In consequence, the weight of each situation on the decision will be altered. Therefore, it is tested if the marginal effect of the suitabilities remains constant over various levels of similarity.
HYPOTHESIS 3. The usage suitability of an alternative influences the probability that it will be chosen by the buyer. In order to complete the model, a fourth hypothesis is proposed, which analyses the effect of the marketing attributes on consumer choice at the point of sale, specifically price and brand. In accordance with an extensive bibliography of choice models, it is expected that buyers would negatively evaluate the price of the product in their decision process. As regards the sign of the effect of brands on the choice probability, it is not possible to propose any hypothesis, given that brands transmit information to the consumer about the choice alternatives (Faircloth, Capella, and Alford, 2001) , and this information can be favourable or unfavourable. Nevertheless, it is expected that this effect would vary with the size of the consideration set and that it would not homogeneously affect all brands of the market (Heath and Chatterjee 1995) . Finally, it is hereby set forth that the preferences of each purchase unit with respect to the brands increase the appraisal of the alternatives (i.e., Krishnamurthi and Raj 1988, 1991) . In this work, the preferences are measured through brand loyalty. 
Research Methodology
The methodological procedure applied in this work follows three stages. First, the types of products in the analysed category and their usage situations are identified. Next, the usage suitability and the similarity between products are measured with survey data. Third, the remaining variables are measured using scanner data. Subsequently the model is estimated through Maximum Likelihood.
Identification of Products and Usage Situations
In order to identify the main products and usage situations of the analysed category, home cleaners, the procedure proposed by the substitution in use approach is followed (Ratneshwar and Shocker 1991; Srivastava et al 1984; Srivastava, Leone, and Shocker 1981; Srivastava, Shocker, and Day 1978) . This approach identifies the usage situations and the substitute products of a category combining qualitative and quantitative techniques. The analysed universe is defined as "women, 20 years of age and above, who organise/perform the household cleaning tasks as well as the purchase of the cleaning products used". This 
Measurement of Suitability and Similarity
The information necessary for constructing the measurements of usage suitability and of similarity between alternatives incorporated into the empirical model comes from a survey to 516 consumers, selected by stratified sampling. The proportions were determined with respect to the labour situation and the age of the individuals. The universe was the same as in the in-depth interviews, but coming from Spanish cities with more than 50,000 inhabitants.
The questionnaire was designed to collect information about the rates of usage of the products in the situations. The measurement scale used is dichotomous. Specifically, the sample (assisted by a list of products) indicated what cleaners she used for each one of the usage situations, thereby allowing multiple choice.
Based on these rates, perceptual maps are constructed using CA, in which products and situations are simultaneously represented. The association between products is an indicator of their similarity, while the association between products and situations is an indicator of the usage suitability. Among the possible ways of measuring the degree of association between the elements analysed by CA, this work has employed a very intuitive and easy to calculate measurement, specifically the angle formed by the vectors traced from the origin of the coordinates up to the corresponding elements. This measurement tends towards 0º when two elements are highly and positively correlated. If there is no relationship between the two elements, the angle formed by the vectors is close to 90º. Finally, if the two elements are strongly correlated in a negative way, the angle formed by the vectors tends towards 180º. In order to facilitate interpretation of the measurement, its transformation is proposed using the following formula:
-PS (S i , P j ) is the suitability of product j to situation ii S r is the vector traced from the origin of the coordinates up to situation S i -j P v is the vector traced from the origin of the coordinates up to product P j
As it can be verified, a measurement of the suitability is thus obtained, which oscillates within a variation interval [-100, 100] and which has a value of -100 in the case of maximum negative correlation, a value of 0 in the case of null correlation and a value of 100 in the case of maximum positive correlation.
Analogously, in order to measure the similarity between alternatives, the following expression is used:
-SIM (P i , P j ) is the similarity between product i and product j -i P is the vector traced from the origin of the coordinates up to product P i -j P v is the vector traced from the origin of the coordinates up to product P j
Measurements Based on Scanner Data
In order to measure price and brand loyalty, the most common procedures in literature are used. The prices of each alternative are calculated as the average weekly prices paid by a consumer for a unit of product (i.e., Gupta 1988; Krishnamurthi and Raj 1991) . A unit is equivalent to 1.5 litres or kilograms, depending on the type of cleaner. For the brand loyalty measurement, the market share of the brand for the buyer during an initialisation period of six months has been used (Bronnenberg and Vanhonacker 1996) . This period is equivalent to a half of the period covered by the database. This measurement of brand loyalty is not dynamic, but rather it remains constant for each buyer.
Data
The data used proceed from a hypermarket located in the eastern area of Spain , and were collected in 1999 (2 nd of January -31 st of December). The criteria for inclusion in our data set were (1) a minimum of five purchases in the category within the first six months of the database and (2) a minimum of 12 purchases in the category throughout the entire period.
These give us 188 qualifying households that made a total of 3947 purchases over the period, for calibrating and estimating the choice model.
Results
Application of the first stage of the methodology allowed us to identify 36 usage situations and 30 products. The filtering process performed by applying CA reduces these to seven usage situations (table 1) and 14 types of product. In the scanner data, these are equivalent to 20 alternatives formed as combinations of types of products and brands (table   2) . 
.) and audio-visual equipment
The suitability and similarity measurements have been calculated by defining the vectors from the origin in a space of six dimensions which includes 100% of the variance of the usage rates. Subsequently, the variable for inclusion in the consideration set, π ·k , was calculated. In order to discriminate the entry into the consideration set, it was necessary to fix a threshold value, α. However, neither theoretical literature nor empirical literature provide any criteria a priori for fixing the value of the parameter, α. Therefore, different values are set, and the results of the estimations are compared in order to validate the proposed model in various scenarios. In order to fix the values of the parameter, α, we proceeded as follows. First, the minimum value and the maximum value that the parameter should reach were determined.
Second, intermediate values were set, specifically three. The minimum value is determined by the value of similarity below which all the consideration sets encompass all the alternatives of the market. The maximum value is determined by a criteria established a priori by the researcher whereby in the consideration set there must be at least two alternatives in each and every one of the choices of the database used. 381,8 Swf: suitability for cleaning wood floors Sof: suitability for cleaning floors other than wood Stl: suitability for cleaning tiles Sbf: suitability for cleaning bathroom fixtures Ska: suitability for cleaning cups and kitchen appliances Shf: suitability for cleaning household fabrics Sgs: suitability for cleaning glass surfaces and audio-visual equipment * significant at 90 % ; ** significant at 95 % ; *** significant at 99 % The application of these criteria reveals that the minimum value of similarity is -73 and the maximum value is 29. Secondly, the remaining values of similarity are established, encompassed between the maximum and minimum. These values should progressively reduce the number of alternatives of the consideration set. Given the distribution of similarity, approximate to a normal distribution, it is possible to fix equidistant values between both the minimum and maximum values such that this progressive reduction of the number of alternatives is achieved.
In order to facilitate the setting of these equidistant values, the upper and lower limits of α have been slightly modified, without thereby causing any alteration of the resulting consideration sets for these levels. The set cut-off values are -75, -50, -25, 0 and 25. To the extent that the level of α increases, more reduced groups of substitute products are formed for each type of product, in which groups the internal similarity increases. Table 3 presents the results obtained in the estimations from the choice models for all levels of α, as well as from a null model that does not include either the consideration stage or the suitability to the usage situations. In order to verify the first proposed hypothesis, the chi-square test is used. The critical value of this statistic for a confidence level of 99% is 18.48. In all the models, this value is exceeded considerably, thereby confirming the influence of suitability on the choice probability through the formation of the consideration set and through the evaluation of the alternatives (hypothesis 1).
As regards the influence of the usage situation on the formation of the consideration set, there is no parameter in the proposed model that explicitly includes the consideration.
Other alternative statistical procedures must be used in order to confirm hypothesis 2. If hypothesis 2 is verified, the functional similarity between products adequately identifies what products are included in the consideration set, and therefore an improvement in the fit could be expected with respect to models that do not take similarity into account or that are less strict in its application. The goodness of fit of the five models is high. It oscillates between .22 and .49, for both ρ 2 and adjusted ρ 2 , thereby observing that it grows to the extent that the value of α increases. In order to determine if the successive increases of fit are statistically significant, the test developed by Horowitz (1983) is applied. In a model such as the one herein presented, this test indicates that in order to reject a significant increase in the goodness of fit, measured through the adjusted ρ 2 , this increase must be less than .001.
In all cases this critical value is exceeded. Therefore hypothesis 2 is accepted.
Nevertheless, in studies where explicit measurements to identify the consideration set are not included, a hypothesis such as this one must be accepted with caution, even though the results of the statistical tests may be conclusive (Roberts and Lattin 1997) .
The usage suitability exerts a positive influence on the evaluation of the alternatives with a confidence level of 99%, independently of the situation to which it may be referred.
The suitability of a product to a usage situation always increases the appraisal of the alternative, and therefore the probability that it may be chosen by the buyer at the point of sale. Hypothesis 3a cannot be rejected.
In order to validate hypothesis 3b, which pertains to the difference of intensity of the effect of usage suitability for the various usage situations, t-student tests for matched pairs of parameters have been applied. The results indicate that all the suitability parameters are different from each other at a confidence level of 99%, except in two cases (out of a total of 105) for the scenario in which consideration sets are narrower. One of them is significant only at a confidence level of 95%, while the remaining one does not detect statistically significant differences. These results allow us to accept hypothesis 3b, at least partially. They introduce the need for more in-depth analysis in future works as regards the relationship between the effects of usage suitability on choice probability and the size of the consideration set.
In order to validate hypothesis 3c, the marginal effects of usage suitability on choice probability in each one of the five proposed scenarios have been calculated. Subsequently, the existence of significant differences with respect to the values of α = -75 has been examined. Of the 28 tests performed, only one has detected significant changes (at 90%).
Therefore, hypothesis 3c is rejected, given that no significant differences exist in the marginal effect of usage suitability on choice probability across different sizes of the consideration set.
As regards the marketing attributes of the product, the effects of price and brands have been analysed. With respect to price, it exerts a negative and significant influence (at 99%) at all levels of similarity. Therefore hypothesis 4a cannot be rejected.
As regards the effect of the brands (hypothesis 4b), the results indicate that not all brands exert a statistically significant influence on the choice probability of the buyer in the five scenarios of the consideration set. Out of a total of eight brands, the number of parameters significantly different from zero oscillates between four and six, depending on the value of α, and three of the brands coefficients are statistically significant in all the models, with a confidence level that exceeds 99%.
Given these results, it is tested whether all the brand coefficients are jointly equal to zero, in order to validate hypothesis 4b. The results of these tests for the five levels of α indicate that, with a significance level of 99%, hypothesis 4b cannot be rejected.
In order to validate hypothesis 4c, the same procedure as with hypothesis 3c has been In summary, homogenous results have been obtained for all levels of α. Individuals construct their consideration sets with products that are functionally homogenous. Once they have formed this set, they proceed to evaluate its alternatives based on marketing attributes, usage suitability and his/her own preferences. In this evaluation, the negative sign of the price effect remains significant for every size of the consideration set. The positive effects of the suitability of the alternative for its main usage situations, as well as the brand loyalty, also remain significant in all scenarios. The brand also influences buyer choice at the point of sale, although some brand names do not add significant value for consumers. Moreover, the brands of the market are not appraised independently from the consideration set.
Conclusions, Managerial Implications and Future Research
This work has proposed a choice model in two stages that includes the usage situation as an explanatory variable of consumer behaviour. This work has proposed that the anticipation of the usage situation influences, first of all, the formation of the consideration set and, subsequently, the evaluation of the alternatives. The model has been empirically validated, thereby following a methodology based on information coming from survey and scanner data collected at a retail outlet.
The results indicate that individuals construct consideration sets of similar alternatives. Nevertheless, the procedures applied for verifying this evidence are still weak.
Therefore it must be interpreted with caution (Roberts and Lattin 1997) . With the applied methodology, the influence of the usage situation on the formation of the consideration set is hereby confirmed (Fennell 1978; Graeff 1997; Holden 1993; Ratneshwar and Shocker 1991) , although it would be strongly recommended to perform additional studies that corroborate the results obtained.
As regards the influence of the marketing attributes, the results were consistent with the prior literature, theoretical and empirical. Price exerts a negative effect. Moreover, brand name influences choice, although not all brands of the market have a significant value for consumers. The marginal effect of the brand on the choice probability varies according to the size of the consideration set, but only in the case of the weakest brands on the market, thus consistent with prior studies based on other analysis methodologies (Heath and Chatterjee 1995) . Brand preferences positively affect the evaluations that individuals make of the alternatives that contain their preferred brands.
Finally, the most interesting and novel result obtained from the estimation of this model is that the usage situation influences the evaluations of the alternatives, thus consistent with the results of Bearden and Woodside (1976, 1978) . The goodness of fit of the estimated model is higher than the ones obtained by other restricted models that, under ceteris paribus conditions, do not include the usage situation in their specification. This evidence supports the results of prior works (Belk 1974a (Belk , 1974b (Belk , 1975 Miller 1975; Sandell 1968) . The coefficients estimated for the usage contexts identified through primary information in the prior stages of this work have always been positive and significant. Moreover, the effect of suitability on choice has a different intensity depending on the usage situation to which it is referred, thus coherent with the results obtained by Miller and Ginter (1979) . It is not possible to assure that the size of the consideration set influences the marginal effect of the usage suitabilities on the choice probability, contrary to what is suggested by the results of Reilly and Parkinson (1985) .
For intermediate levels of similarity, the effect of suitability for some usage situations differs slightly from the effect in broader limitations of the consideration set. In these cases, the importance of usage suitability on the choice probability increases. This result is coherent with the differentiated role played by marketing mix variables in the choice process, depending on the size of the consideration set. When all the products of the category are considered relatively close substitutes, it is somehow recognised that all serve for a broad range of functions and that a specific suitability for one usage has a relative effect.
Conversely, the limitation of the consideration set to a reduced number of alternatives increases the importance given to the brand and to the brand preference, such that the suitability for a specific usage has a less intense effect on choice. In the mid levels, functional aspects and price acquire greater relevance.
The findings of this study have some managerial implications. First, a marketing manager can identify market boundaries through functional similarity. Similarity determines market width. Wider boundaries are useful for strategic decisions, while narrower ones are appropriate for tactic decisions (Srivastava, Leone, and Shocker 1981) . As a consequence, fixing several similarity thresholds, as we did, allows applying the estimation results of each level to a different type of decision.
Usage suitability influences on choice. Therefore, a manager must be able to modify consumer's perception of this attribute of the product. In order to perform this task, the manager can modify the design of product or use marketing communications mix. With regard to the design of products, the attributes which influence on the perception of suitability must be identified. Second, a product including the appropriate attributes must be constructed. This product might adapt an existing one or contribute to enlarging the portfolio of the company. A manager can evaluate the effects of these launches using the proposed model.
With regard to marketing communications mix, managers must apply the available tools to modify the perception of suitability of products, either by attributes or treating product as a whole. If a product holds a unique attribute which can not be imitated, its manager must communicate how the attribute enhance the suitability of the product to a situation. But if the attribute is imitable or is not unique, its manager should communicate how the combination of attributes offered by the product is adequate for a usage situation. Wansink (1994) and Wansink and Ray (1996) analyse in-depth how advertising can modify perceptions of usage suitability. Studies focused on other communication tools are required.
The main limitations of this study are related to the modelling of consideration stage.
First, homogeneous threshold values have been fixed for every product and purchase occasion. Our decision does not allow differences between consumers. Additionally, it might generate huge and unrealistic consideration sets, which would be unmanageable for consumer, in the case of wide market boundaries or of narrower ones but with a large supply of some product types. A probabilistic modelling of consideration stage could overcome these problems.
Furthermore, more conclusive results could be expected if sources of information in which there was no space and time separation were available. These separations were present in the case of the scanner data and the survey data used.
Finally, this work opens new research avenues in three directions: (1) the analysis of the influence of the usage situation on the formation of the consideration set, adopting a probabilistic modelling, (2) the influence of the size of this group of products on the effect of brands and (3) the influence of usage suitabilities on choice probability.
Moreover, a development of new managerial tools based on usage situation is required. First, market structure analyses derived from choice models including usage context must be proposed. Second, procedures to quantify the effect of the product design on perceptions of suitability must be developed. Third, the effects on suitability of communication tools different to advertising must be assessed.
